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Loewi Cor?, told iu moll unprofil- 
able hujinetv—movie theaters—and 
tlashed spending in measured media 
advertising for :U cipret brerwh u i| 
relied on growth ?o 6 big returns to 
com* from Lonllard, iu rigaro unit, 
ard the second mow advertised divi¬ 
sion, CNA Financial Ccrp. 

Loollird. after dropping 4% ia Ukt 
in 19I J from 1913. returned to poaL 
live growth in 1915. The cipret din* 
tioa been a steady money oukev. 
however, tu act income increased 
1X2% u» $137,1 mitJicn in 1«5 fel¬ 
ler'*.: tig a 13** taereate ihe previous 
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in ihe insurance business us the dra¬ 
matic turnaround in. fot pro,*eit? and 
casualty rurVeiplaec—oas beset by 1 
soaring premiums because of large set- 
tlemenis, ibe increased &t«jusacy of 
claims and the emt of litigation. CNA 
received nearly $4 million in measured 
media advertising U 191$, about (he 
same as in 1934. 

Balova Watch Co. posted net in* 
come of 516.7 mil hen, up from 5X1 
millionsn 1914 and a Ions in 1913. Bo¬ 
teva ml rod need Ukicne, n tine of 14- 
karat'told>and full-eut diamond' 
watches, in 1913 and expanded iu eoL 
ketioa of other diamond watches. Bo¬ 
teva spent $601,000 on measured ad¬ 
vertising Iasi year, mostly in raip- 
zincs. This rtprcscaU a substantial de¬ 
crease over the previous two years. 

Loews had an aftertax pis of 510 Jt 
milbcn from the sale of iu motion pic* 
lure theater business in July, 1915. 
That accounted foe 1X7% of total net 
income. The 226-acreea group with 
operations in six states was sold to a 


group headed by A. Jcrrald Percachfo, 
producer and former co*own« of Em¬ 
bassy Comreurucatiwu. 

In other dcvelopmeaU. Loews ia- 
emsed us holdings in CUE Inc. from 
11% to 24.9V 
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year. 

LonlUrd. in the seven media moru- 
tottil-y Ltadirg Nitiatal Advtrtisen. 
cut measured media advertising 174% 
on iu t^virei brands <a 1915 aad nw 
i's share of the tool cit^rei mxrkat de* 
tliar liigh'iy (tot. 12% to S.1%. The 
comp*.ty endits the decline largely to 
tb; inrre?ae in salts of generic and 
prtcc/vai'je cprsu, markets sa which 
LoriilJrd'iuviio entries. 

Actc.ii fuU-priced afirtVi. Lofiltvrd 
iMCtcased iu martcci share irom 1.4% 
ia 1.1%. Luriliard 'conintMi tee 2X4% of 
Loews* loul revenue. 

Newport, Loriltardls kaiin* brand, 
nudged info ihe top 10 domesticsetien 
of a!.* cigar*ta in J91J. edging ont 
Lorill-id’s former flagship brand. 
Keivu for the f.rst time. Ncwpon's 
market tbart far 1915 v» 3.4%^ a* 

1 lilts increase over 1934. Newport 
and Philip Moms* Wsriboro were foe 
only brand# to post increase* among 
the top IQi* V1S5. 

Loews spent mar* to advertise New* 
pen—$31 if m iS ion for the bmad Une 
—than on any of its other brands or 
cancigiret products. Loews has been 
stressing the Newport franchise the 
past few yean. It spent $11.9 miUion, 
fv»r example, or. the line us 1954. uy 
23% from 19*3. according to LNA 
Ntwpon menthols were hacked wifo 
aWui $20.5 million in measured ad* i 
veniiicg—mare than half of foal u | 
outdoor edvt nival. { 

Loritlard rolled out a new brand. 
7n*r Cold, in 1955. in throe tewmr, 
nenmetttbcl ofTsnngs. Dancer Flu* 
gcrald S amp le. New York, agency for 
the other Troe products, is haadliog 
the pew tiprm. The company spent 
lew* than $6 rmltion to advertise the 
new Vand oct of a ioui expenditure of 
JlImPhoafortbcTiv* line. Spendixg 
Pn the bee has be** declining steadily 
t!>o past three years. True measured 
HVt'*« in 1955 wm* 10% o/T foe 19*4 
level, which was 13.7% less thaa ia 
19 S3. 

Krut spending hit $144 million la 
measured media, up from 514.4 mU- 
hc** ia 19J4, but stin far betow S2IJ 
midiou ia 1953. Kens editd a Coldca 
Ughu l OCT* paebaga in 1915. As a re¬ 
sult or Kent's declining tilts. LoriBard 
underweat aw agency review for the 
Lent family sa 1935. choosing BEDO, 
New York, to replace Foote, Can* A 
Bciding, New York. 

Loews* funneial arm, CNA Frnan- 
tib) Corp., which made up 71% of 
Loews* revenue and 46% cf iu net ia* 
Citne ta 1913. recorded a 4l5h is* 
crc-'< in reven m in the ptopenyiosw- 
a!t> division. Thai inertue cacac on 
the hee!» of a 17% m; recorded ia 
1954 Net income in ihe unit soared 
219% to $22X3 cnitiien. The life iwuA 
aece seder of the CNA business, how¬ 
ever; expeneneed a 25% decline ia oes 
iicome to $43.3 mrllioA 

Tne company attributes its growth 


Source: https://www.industrydocuments.ucsf.edu/docs/knhmOOOO 
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